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Abstract 
Exactly how the hotel industry creates good quality service experiences has attracted the attention of scholars 
and practitioners. Some scholars advocate creating high quality service encounters to enhance customer loyalty. 
Despite the fact that experiences are regarded as key concepts in marketing today, there are different views and 
interpretations about the content of terms. This study examines the relationship between experiential marketing, 
experiential value and mediator role of   purchase intentions on Customer Loyalty. Experiential marketing 
focuses on how customer senses, feel, think, act and relate their experiences and experiential value incorporate 
the Entertainment Visual Appeal, Interaction, Value and Consumer return on Investment in the proposed model. 
To test the proposed model, The data were collected through questionnaire and the sample of this study was on a 
convenience sample of 133 Customer in Hormoz Hotel in Bandar Abbas. The data were analyzed using SPSS 20 
and Smart PLS2 software. Findings confirm that Experiential Marketing, Experiential Value and Purchase 
Behavior present significant positive influence on customer loyalty. Furthermore experiential marketing and 
Experiential Value have significant positive influence on Purchase Behavior. Also,  intermediate effect of 
Purchase Behavior was confirmed. Research results can serve as an important reference of internal 
environmental display and consumer experience for chain service industry. 
Keywords: Experiential Marketing, Experiential Value, Purchase Behavior, Customer Loyalty 
 
1.Introduction 
Experience has played key role in travel and tourism research and industry on hotels; indeed, some of the fastest-
growing sectors of the global economy are related to the consumption of experiences. “Experience” is a very 
personal concept that is difficult to measure. For example, a customer spends several nights in a hotel, 
experiencing the hotel. This context of experience incorporates numerous factors. A customer’s experience 
includes what a customer sees and feels as well as how the customer interacts with environment. Clearly, 
experience is quite complicated. Customer experience can be defined as originating from “a set of interactions 
between a customer and a product, a company, or part of its organization, which provoke a reaction”. Customer 
experience is “strictly personal and implies the customer’s involvement at different levels (rational, emotional, 
sensorial, physical, and spiritual)”.  According to Vargo and Lusch (2004), the experience and value are 
perceived purely from the point- of- view of an individual customer and is inherently personal, existing only in 
the customer’s mind. Thus, no two people can have the same experience (Johnston and Kong, 2011; Pine and 
Gilmore, 1998). Customer experience can also be defined as the internal and subjective response customers have 
to any direct or indirect contact with a company. Direct contact generally occurs in the course of purchase, use, 
and service and is usually initiated by the customer. Indirect contact most often involves unplanned encounters 
with representatives of a company’s products, service or brands and takes the form of word-of-mouth 
recommendations or criticisms, advertising, news reports, reviews and so forth. 
According to Yuan and Wu (2008), experiential marketing can be seen as a marketing tactic designed 
by a business to stage the entire physical environment and the operational processes for its customers to 
experience. Schmitt (1999) further defined experiential marketing from the customers’ perspective as customers 
developing recognition and purchasing goods or services of a company or a brand after they gain experiences by 
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attending activities and perceiving stimulations. Experiential marketing, an emerging form of marketing, focuses 
not only on a product or a service but also on an entire experience that account for the customers’ experience 
creation processes, including pre-purchase, moment-of-truth, and post-purchase. Schmitt (1999) suggested that 
experiential marketing should deliver emotional and functional value and positive customer satisfaction. 
Experiential value is not a new concept, yet the academic marketing literature investigating the 
importance of customer experience remains limited. Publications on customer experience are primarily found in 
practitioner-oriented journals and management books (Berry, Carbone & Haeckel, 2002; Meyer and Schwager, 
2007; Shaw and Ivens, 2005; e.g., Verfoef, 2009). Several related studies have been carried out in the hospitality 
industry; however, some of the data used in those studies were collected from limited sources. Therefore, the 
current study seeks to extend previous research efforts and apply them to hotels in Iran. 
The purpose of the study is to investigate the effect of experiential marketing in Iranian's hotels (case 
study of this article is Hormoz Hotel in Bandar Abbas). The study is intended to provide a description of 
understanding how various factors relate to customers’ experiential value helps managers boost customer  
satisfaction and loyalty, the hypothesized model is developed to examine relationships among experiential 
marketing, experiential value, purchase behavior and customer loyalty. We hope that this study will offer further 
evidence of the authenticity of the texts experiential marketing and value in the hospitality and hotels industry in 
Iran. 
 
2. Literature review 
2.1 Experiential Marketing 
Schmitt (1999) is primarily responsible for the rise of experiential marketing. He stated that: traditional 
marketing and business concepts offer hardly any guidance to capitalize on the emerging experiential economy 
(LaSalle & Britton, 2003). Experiential marketing is essentially concerned with the six senses: smell, vision, 
taste, hearing, touch and balance. 
In other words, Experiential marketing is the operator standing on consumer's point of view of 
consumers to experience the concept of the purchase, process of the purchase, thoughts of purchase and driving 
force of the purchase, that is, from a consumer's senses, feelings, thinking, action and connection these five 
aspects define and design the way of thinking about marketing (Schmitt, 2001). It advocates the experience, 
enables customers to experience and become directly involved as the main body, creating a kind of "feeling that 
will not forget" satisfy their needs mentally to the greatest extent in order to win customer trust and loyalty so 
that to promote product sales (Liu, 2006). 
Experiential marketing has grown in importance because traditional marketing has largely ignored the 
notion of act experiences. Experiential marketing is not a fad. It is being implemented in practice, yet is not 
accounted for in the various philosophies (concepts) of marketing. (Obonyo, 2011). 
Experiential marketing will rise in importance because marketing in the twenty-first century is more 
challenging than ever due to fragmented media, the rise of the “free-thinking” consumer. Experiential marketing 
is about more than a one-off experience. It’s a totally new way of thinking about marketing (Xiangyi, 2006).  
 
2.2. Experiential Marketing and Customer Loyalty 
Customer loyalty is defined by Bowen & Chen (2001) as the degree to which a customer exhibits repeat 
purchasing behavior from a service provider, possesses a positive attitudinal disposition towards the provider and 
considers using only this provider when a need for this service arises. Whereas, Oliver, (1999) defines loyalty as: 
a deeply held commitment to rebuy or a preferred product/service consistently in the future, thereby causing 
repetitive same-brand or same-brand set purchasing, despite situational influences and marketing effort shaving 
the potential to cause switching behaviors. There are three dimensions of loyalty which include behavioral, 
attitudinal and cognitive where behavior loyalty is measured by determining the purchase frequency of the 
products and services of the company, attitudinal loyalty is determined by measuring the intention to repeat 
purchase and cognitive loyalty determined by measuring top of mind (how easily a consumer can recall the 
brand) (Milligan& Smith, 2002). 
Experiential marketing represents a fundamental shift from the traditional marketing concept with 
regards to segmentation. New zealand Marketing Magazine (2003) reported that“ traditional marketing is no 
longer as effective as it once was in this new world, experiential marketing creates relationships”. Again, 
experiential marketing represents a divergence from the traditional teachings and once again provides evidence 
that it is time to re10vitalise, re-think, re-align and refocus both the concept and the function to reflect 
contemporary practices), (Mahesh & Dinesh, 2014). 
Traditional marketing thinking fights against embracing experiential marketing yet pioneers are 
making it work. The experiential approach seeks to identify behaviors (or attitudes and value sets) held in 
common across an audience whose demographic characteristics (traditional basis of segmentation) might be 
quite diverse. The idea is that once you resonate with that value set, it becomes emotional and the customer is far 
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likely to be loyal. Arguably, of course, the more emotional the product, the more it lends Itself to an experiential 
marketing campaign,(Obonyo, 2011). 
 
2.3. Experiential Marketing and Experiential Value 
Experiential creative is all about providing a shopping atmosphere that is relevant to the customer, one that 
includes them in the process. Experiential Marketing is the operator standing on consumer's point of view of 
consumers to experience the concept of the purchase, process of the purchase, thoughts of purchase and driving 
force of the purchase, that is, from a consumer's senses, feelings, thinking, action and connection this five 
aspects to define and design of the way of thinking about marketing (Forlizzi & Ford, 2000). Experiential 
Marketing has changed the past concept that only stressing "clients" or "customer service" manner. It advocates 
the experience, enables customers to experience and become directly involved as the main body, creating a kind 
of "feeling that will not forget" satisfy there needs mentally to the greatest extent in order to win customer trust 
and loyalty so that to promote product sales (Farinet &Ploncher, 2002).  
Consumers today are seeking value, choice, and a great customer experience. Current retailing 
literature highlights the critical role of service experience and proposes that retailers should: create a theatrical 
retailing environment, stress fun, excitement and entertainment; and encourage greater customer participation in 
the retail service experience (Mathwicket al.,2001). 
Market trends also show that the role of customer experiential value has attracted growing attention 
among practitioners in the retail industry (Bonyo,2011). Douglas & Craig (2000)broadened the traditional 
conceptualization of experiential value to incorporate three spheres: extrinsic versus intrinsic value; active versus 
reactive value; and self- versus other-oriented value. In a shopping context, extrinsic value is acquired from 
satisfying utilitarian consumption goals such as saving money, whereas intrinsic value is derived from an 
enjoyable and playful shopping trip (Caru & Cova, 2007). On the other hand, reactive value refers to a situation 
when customers appreciate the physical shopping environment or respond positively to service personnel. Active 
value, in contrast, results from customers’ efficient manipulation of the shopping resources to satisfy their 
functional or affective needs (Obonyo,2011). An experiential value scale (EVS) was devised by Mathwicket 
al.,(2001) for measuring these four sub dimensions of the customer experiential value. 
The perceived excellence value reflects the product performance and generalized consumer 
appreciation of a service provider who demonstrates his/her expertise and maintains a reliable service 
performance. Peppers & Rogers (2000) suggested that consumers favor particular objects or experiences owing 
to their ability to accomplish certain objectives or perform certain expected functions. That is, excellence value 
involves ensuring that patronizing shopping malls results in value-added services that exceed ordinary 
expectations. Finally, perceived playfulness, which is created by customers themselves, is an inner, initiative and 
self-oriented experience (Caru & Cova, 2003). According to Mathwicket al. (2001), the major distinction 
between perceived playfulness and perceived aesthetics is that the former reflects “the active role the customer 
adopts as exchange is elevated to play.” The playful or hedonic shopping value mirrors the potential amusement 
and emotional worth of shopping (Calder &Malthouse,2006). It is suggested that a playful exchange experience 
is reflected in the intrinsic enjoyment associated with actively engaging in shopping for pleasure or an escape of 
everyday, mundane consumption behavior. A recent study by Pine & Gilmore, (1999) associated consumer 
participation in retail services with audience participation in theater, and the authors stressed the importance of 
joyful customer participation in the service experience. Interestingly, the task-related side of shopping has been 
more widely studied than the fun side (Prahalad&Ramaswamy,2004). 
Schmitt (1999) addressed that the core concepts of the experiential marketing and draws positive 
relationship between experiential marketing and experiential value. Barlow & Maul (2000) mentioned 
experiential marketing is the core elements for delivering and creating the customer value through marketing 
approach(Nigam, 2012). It could help to make profitable and sustainable growth to promote the business. 
 
2.4. Experiential Marketing and Purchase Behavior 
Singh and Sirdeshmukh (2000) believed that experiential marketing is key exogenous construct for resulting 
purchasing intention and behavior. It can bring out the long-term loyalty of the customers and closely bond the 
trading relationship of the two parties. Consumers produce familiarity, relationship and closeness after 
experiential marketing practices and resulting in increase customer intention to purchase product and services 
(Nigam, 2012). 
 
2.5. Experiential Value and Purchase Behavior 
The value that motivates consumption behavior has been attributed to functional, conditional, social, emotional 
and epistemic utility (Lee &Overby 2004). Despite this broad conceptualization, empirical researchers have 
traditionally interpreted value more narrowly as the tradeoff between quality and price(Szymanski 
&Hise,2000).In investigating the price dimension, value researchers have come to recognize that the "price" 
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customers pay can extend far beyond money to include investments of time and effort (Lee&Overby,2004). The 
consumption experience itself can also be rich in value. Experiential value perceptions are based upon 
interactions involving either direct usage or distanced appreciation of goods and services. These interactions 
provide the basis for the relativistic preferences held by the individuals involved. Experiential value has been 
said to offer both extrinsic and intrinsic benefit (Obonyo, 2011.) 
In a retail context, extrinsic benefit is typically derived from shopping trips that are utilitarian in nature, 
often initiated as "an errand" or "work" (Reardon & McCorkle 2002). An extrinsically oriented shopper is often 
happy to simply get through this type of exchange encounter. Intrinsic value, by contrast, derives from the 
"appreciation of an experience for its own sake, apart from any other consequence that may result". Reardon & 
McCorkle (2002) note the subjective and personal nature of intrinsic value perceptions that result from the "fun 
and playfulness (of an experience), rather than from task completion." Holbrook (1994) broadens the traditional 
extrinsic-intrinsic conceptualization of experiential value by including an activity dimension. 
Reactive or passive value derives from the consumer's comprehension of, appreciation for, or response 
to a consumption object or experience. Active or participative value, on the other hand, implies a heightened 
collaboration between the consumer and the marketing entity. 
The typology of experiential value proposed by Holbrook (1994) suggests a value landscape divided 
into four quadrants framed by intrinsic/extrinsic sources of value on one axis and active/reactive value on the 
other. Drawing upon prior research, we label these four dimensions of experiential value: consumer return on 
investment, service excellence, playfulness, and aesthetic appeal. Consumer return on investment (CROI) 
comprises the active investment of financial, temporal, behavioral and psychological resources that potentially 
yield a return. The 
consumer may experience this return in terms of economic utility--the perception of affordable 
quality(Reardon & McCorkle, 2002) as well as utility derived from the efficiency of an conceptualized as 
indicators of the higher order dimension, CROI. Service excellence reflects an inherently reactive response in 
which the consumer comes to admire a marketing entity for its capacity to serve as a means to a self-oriented end 
(Obonyo, 2011). 
 
2.6. Experiential Marketing, Experiential Value and Customer Loyalty 
Experiential marketing is one specific marketing tool. A focus on creating fresh connections between brands and 
consumers out in the world where things happen. Connections in the form of experiences that are personally 
relevant, memorable ,interactive and emotional. Connections that lead to increased sales and brand loyalty 
(Obonyo, 2011). Engaging a customer through an experience is a way of giving dimension, feel and smell to a 
brand. It can generate strong feelings that the customer takes away and internalizes for years to come (Schmitt, 
1999). Experiential marketing is really a fancy way of saying your catalog, store. Website and email have 
developed a method of engaging customers on a higher level with an "experience" that resonates with them and 
creates brand perception and action. Doing this also requires an investment of both time and money. It is argued 
that mall shoppers’ responsed to two main components of their service encounters (i.e. personal interaction 
encounters and physical environment encounters) are reflected by four dimensions of experiential value: 
efficiency, service excellence, aesthetics, and playfulness. The efficiency value, or CROI, reflects the utilitarian 
aspects of shopping, and describes active investment in economic, temporal, behavioral and psychological 
resources that may result in a positive return (Schmitt, 2003). For example, consumers consider all of the related 
input resources, namely time spent queuing, energy spent on finding the desired products, monetary cost of 
parking and transportation, and various other factors only indirectly related to shopping when determining the 
convenience of visiting a specific shopping mall. Service excellence and aesthetics as viewed by customers are 
considered part of the reactive side of the customer experience. The perceived aesthetic value is a reaction to the 
consonance and unity of a physical object, cadency, or performance (Battarbee & Koskinen, 2005). In retailing, 
aesthetics can be captured in relevant visual elements of the retail environment (Mathwicket al., 2001). It is 
noteworthy that, visual appeal is often spurred by the design and physical attractiveness of the shopping 
environment, while the entertainment dimension of the aesthetic response results from an understanding or 
appreciation of the retail display (Obonyo, 2011). 
 
2.7. Experiential Marketing, Purchase Behavior and Customer Loyalty 
this study applies experiential value conceptualization developed by Addis and Holbrook (2001) and relates it to 
personal interaction and physical environment encounters with the shopping malls as a means of explaining 
customer behavioral intentions. Dick & Basu, (1994) suggest an attitudinal theoretical framework that also 
envisages the loyalty construct as being composed of ‘relative attitude’ and patronage behavior. Recent research 
have added cognitive aspect to loyalty, this involves the consumers’ conscious decision making process in the 
evaluation of alternative brands before purchase is effected (Obonyo,2011). Companies that engage in 
experiential marketing take a brand essence and bring it to life in the form of an event, experience, or interaction. 
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The company must be active rather than passive in relation to the brand. Experiential marketing offers new and 
exciting challenges to marketing academics. It demands that the marketing department must know their 
(product’s)brand essence (Arhippainem, 2004). 
Brand essence has two dimensions: a functional one and an emotional one. A functional essence asks 
the question what is it that we do? An emotional essence is more concerned with customer perceptions, that is, 
how do you feel about it? For example, the functional element of Red Bull is that it is an energy boosting drink, 
whereas the emotional essence is one gives you enhanced ability or “gives you wings”. It is the latter “essence” 
that demands the greatest effort from marketers (New zealand Marketing Magazine, 2003,Obonyo,2011). The 
main interest of retailers in a shopping mall is to produce more profits which, in turn, are achieved via 
maintaining loyal patronage, generating positive “word of mouth” recommendations, and increasing the time and 
money consumers spent while shopping. Thus, mall managers need to understand how to motivate mall shoppers’ 
spending behavior. First, So¨derlund & O ¨hman (2005) showed intentions-as-expectations and intentions-as-
wants are positively associated with customer satisfaction as well as re-patronizing behavior. In general, 
individuals shop to obtain hedonic and/or utilitarian values (Xiao, 2004). A shopping mall may turn out to be 
more profitable if it could satisfy both types of shoppers. Further, Babin & Darden (1996) argued that store-
induced affect could influence customer expenditures and level of shopping satisfaction. When a shopping mall 
is perceived as exciting, consumers may visit it more frequently and be less likely to visit other shopping malls 
(Tavassoli, 1998). Thus, it is our contention that increasingly more intensive competition forces retailers to 
please today’s mall shoppers or there tailers’ profitability is likely to suffer. 
Experiential marketing and purchase behavior in particularly the process of devising a company’s 
strategy, has gained growing attention on the customer resulted in an increased focus on Customer Relationship 
Management philosophies (Obonyo, 2011). More recently, as the number of contact points between a company 
and its customers increased, such attention to the customer revealed the fundamental importance of monitoring 
the many experiences that originate from those contact points. In this perspective, the central idea is to expand 
the transaction-based notion of customer relationship to the ‘‘continuous’’ concept of customer experience. 
Consequently, it becomes necessary to consider aspects that refer to the emotional and irrational side of customer 
behavior and which, more than the only rational ones, account for the whole experience coming from the set of 
interactions between a company and its customers. Such experience plays a fundamental role in determining the 
customers’ preferences, which then influence their purchase decisions (Obonyo, 2011). 
 
2.8.Conceptual Framework and Hypotheses 
The framework shows the different determinants of customer loyalty. The model shown in the figure below 
examines the relationship between experiential marketing, experiential value, purchase behavior and customer 
loyalty. Experiential marketing plays a big role in communicating the product/service to the consumer in such a 
way that loyalty is attained. According to Fulbright, Troche, Skudlarski, Gore & Wexler (2001) experiential 
marketing is positively related to experiential value. The same was observed by Schmitt (2001) for the 
relationship between experiential marketing and purchase behavior. McLuhan (2008) recognizes experiential 
value as independent contributors to customer loyalty. 
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-Based on the conceptual model, the following hypotheses are proposed: 
H1: Experiential Marketing has positive and significant effect on Experiential Value 
H2: Experiential Value has positive and significant effect on Customer Loyalty 
H3: Experiential Marketing has positive and significant effect on Customer Loyalty 
H4: Experiential Marketing has positive and significant effect on Purchase Behavior 
H5: Experiential Value has positive and significant effect on Purchase Behavior 
H6: Purchase Behavior has positive and significant effect on Customer Loyalty 
 
3. Research Methodology 
3.1 Research Design 
This study employed a quantitative and descriptive survey to test inferred hypotheses among experiential 
Marketing, experiential value, purchase behavior and customer loyalty. The quantitative research that adopted in 
this study permitted the researcher to search for the actualities of the observation by empirically testing the 
relationship between experiential marketing and experiential value through the hypothetic- deductive method 
(Jankowicz, 2005). Descriptive research design has adopted for this research because of having clear tested 
hypotheses (Malhotra, 2004). 
 
3.2 Questionnaire design  
The adopted questionnaire can be divided into two parts. Part A will illustrate the respondents’ demographic 
profiles and Part B will elaborate all the variables that used to measure various tested constructs. Table 2 
provides the details of the operation definitions for the constructs that tested in the questionnaire. The 
questionnaire was developed into Persian languages version. After translating the questionnaire into Persian 
language, the authors gave 30 questionnaires to customers to help the authors to check content validity. 
Accordingly, the Hotel customer help the authors to indicate which item was not clear or ambiguous. Finally, 
some words have modified in the questionnaire. The revised questionnaire was then distributed among  
Respondents. 
 
3.3 Sample design 
As regard that the population size is unlimited, the following formula was used to determine the sample size 
n 
z
  
	


1.96  
0.93
0.05
 133 
The study was conducted on a convenience sample of 133 Customer in Hormoz Hotel in Bandar Abbas. A 
summary of the demographics shows most were males (59.9 percent), between the ages of 30 and 42 (68.9 
percent). A partial least squares (PLS) analysis in PLS Graph (version 2.0) was conducted to examine the 
reliability and validity of the measures and test the significance of the hypothesized relationships of the proposed 
model PLS modeling is done in three stages. In first stage, the measurement model (external model) is examined 
through reliability and validity analyses and confirmatory factor analysis and in Second stage; the structural 
model (internal model) is examined through estimating the path between the variables (Holland, 1999).Finally, 
the overall fit of the model is examined. 
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4.Results  
4.1. Test of measurement model 
In line with the literature, second-order factors were posited for Experiential Marketing, Experiential Value and 
Customer Loyalty (Table 2). 
Table 2: Links between first-order and second-order factors. 
 
4.1.1.reliability  
In PLS, analysis of measurement reliability is required. A review of Table 2 and 3 indicates several results 
concerning reliability in the PLS measurement model. First, adequate reliability was evidenced by the factor 
loadings of indicators associated with their respective latent variable. In general, items with loadings of less than 
0.4 (a threshold commonly used for factor  analysis results) or 0.5 should be dropped (Hulannd, 1999).Second, 
Cornbrash’s alpha coefficient and composite reliability coefficient recommended cutoff of .7. Third, the average 
variance extracted by the above latent variables from their indicators exceeded the suggested criterion of .5 for 
all measures (Chin, 1998). 
 
Factor loadings 
individual item reliability is assessed by examining the loadings (or simple correlations)of the measures with 
their respective construct .Factor loadings above 0.50 and statistically significant at 5% were satisfactory 
(Table3). 
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Table 3: Results of loading analysis 
Second-
order 
variables 
First-order 
variables 
ITEM 
Factor 
Loading 
Second-
order 
variables 
First-order 
variables 
ITEM 
Factor 
Loading 
E
x
p
er
ie
n
ti
a
l 
V
a
lu
e
 
Entertainment 
EN1 0.822 
 
E
x
p
er
ie
n
ti
a
l 
M
a
rk
et
in
g
 
Sensorial 
S1 0.475 
EN2 0.936 S2 0.895 
EN3 0.909 S3 0.929 
EN4 0.749 
Emotional 
E1 0.879 
Visual Appeal 
VI1 0.837 E2 0.930 
VI2 0.874 E3 0.899 
VI3 0.839 E4 0.890 
 
Interaction 
IN1 0.629 E5 0.789 
IN2 0.879 
Life Style 
L1 0.919 
IN3 0.903 L2 0.933 
IN4 0.928 
 
E
x
p
er
ie
n
ti
a
l 
M
a
rk
et
in
g
 L3 0.862 
Value 
VA1 0.995 L4 0.714 
VA2 0.995 
Relational 
R1 0.941 
Consumer 
return 
on Investment 
CI1 0.769 R2 0.929 
CI2 0.759 R3 0.898 
CI3 0.943 
Cognitive 
CO1 0.718 
CI4 0.773 CO2 0.877 
C
u
st
o
m
er
 L
o
y
a
lt
y
 
Attitudinal 
Loyalty 
A1 0.535 CO3 0.852 
A2 0.863 CO4 0.859 
A3 0.910 CO5 0.798 
A4 0.887 
Purchase Behaviour 
P1 0.534 
Behavioural 
Loyalty 
B1 0.927 P2 0.856 
B2 0.893 P3 0.915 
B3 0.940 P4 0.913 
B4 0.925 P5 0.917 
Cognitive 
Loyalty 
CL1 0.732 
CL2 0.866 
CL3 0.833 
CL4 0.902 
Table 4 providing clear evidence of reliability. Because coefficients calculated they were greater than 
0.70, for both first-order and second-order factors. 
 
Table 4:Composite Scale Reliability and Cronbachs Alpha reliability
 Cronbachs Alpha Composite Reliability 
Attitudinal Loyalty 0.819611 0.882854 
Behavioral Loyalty 0.940690 0.957491 
Cognitive 0.880445 0.912447 
Cognitive Loyalty 0.854041 0.901997 
Consumer return on Investment 0.777440 0.855950 
Customer Loyalty 0.948173 0.960336 
Emotional 0.926326 0.944785 
Entertainment 0.876795 0.916619 
Experiential Marketing 0.966407 0.945823 
Experiential Value 0.893220 0.831662 
Interaction 0.855753 0.906398 
Life Style 0.880436 0.919176 
Purchase Behavior 0.887719 0.920814 
Relational 0.912997 0.945281 
Sensorial 0.687131 0.826311 
Value 0.989103 0.994581 
Visual Appeal 0.807934 0.886386 
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4.1.2. validity 
In addition to reliability assessments, an analysis of measurement validity is required. Convergent validity refers 
to this principle that indices of each facet have a middle correlation with each other. According to Furnel and 
Larker (1981), criterion of convergent validity is that the Average Variances Extracted (AVE) must be higher 
than 0.5 and Divergent validity is measured by calculating the comparison of the square root of the AVE with 
correlations between latent variables and for each of the reflective facet, the square root of the AVE should be 
greater than the correlation of that facet with other facets in the model (Choua & chen, 2009), and the results are 
shown in Table 5 and 6. 
Table 5: Convergent validity 
 
AVE Root AVE 
Attitudinal Loyalty 0.661381 0.81325 
Behavioral Loyalty 0.849238 0.92154 
Cognitive 0.676861 0.82271 
Cognitive Loyalty 0.698264 0.83562 
Consumer return on 
Investment 
0.597722 0.7731 
Customer Loyalty 0.888 0.94234 
Emotional 0.774325 0.87996 
Entertainment 0.734666 0.85713 
Experiential Marketing 0.787 0.88713 
Experiential Value 0.532 0.72938 
Interaction 0.711891 0.84374 
Life Style 0.741756 0.86125 
Purchase Behavior 0.705924 0.84019 
Relational 0.852085 0.92308 
Sensorial 0.629793 0.79359 
Value 0.989220 0.99459 
Visual Appeal 0.722347 0.84991 
 
 
Table 6: Divergent validity 
 Attitudina
l Loyalty 
Behaviora
l Loyalty 
Cognitiv
e 
Cognitiv
e 
Loyalty 
Custome
r Loyalty 
Emotiona
l 
Entertainme
nt 
Entertainme
nt 
Experienti
al 
Marketing 
Attitudinal 
Loyalty 
0.81325 
        
Behavioral 
Loyalty 
0.806056 
0.92154 
       
Cognitive 0.537647 0.546789 0.82271       
Cognitive 
Loyalty 
0.787767 0.824585 0.585175 
0.83562 
     
Consumer 
return  
0.236929 0.237237 0.239751 0.214435 
0.7731 
    
Customer 
Loyalty 
0.742630 0.865929 0.588685 0.818252 0.243937 
0.94234 
   
Emotional 0.719208 0.693444 0.751077 0.568106 0.275002 0.702281 0.87996   
Entertainme
nt 
0.771630 0.832440 0.629847 0.817649 0.259759 0.857584 0.623984 
0.85713 
 
Experiential 
Marketing 
0.711292 0.715573 0.863309 0.620706 0.267987 0.725921 0.764199 0.660648 
0.88713 
Experiential 
Value 
0.753680 0.806212 0.614797 0.817944 0.281322 0.847638 0.605495 0.836466 0.637385 
Interaction 0.586412 0.610621 0.519035 0.730336 0.199146 0.677914 0.449979 0.728514 0.487749 
Life Style 0.630376 0.687089 0.804658 0.598877 0.219114 0.681155 0.867118 0.598559 0.829973 
Purchase 
Behavior 
0.741405 0.873940 0.560727 0.766360 0.254977 0.880656 0.754405 0.847247 0.751265 
Relational 0.694929 0.708183 0.771147 0.589282 0.220364 0.707150 0.864996 0.594029 0.724367 
Sensorial 0.455272 0.505856 0.587782 0.413113 0.191969 0.489878 0.676973 0.471482 0.741137 
Value 0.347288 0.346689 0.234475 0.372433 0.402315 0.375730 0.221533 0.358683 0.245702 
Visual 
Appeal 
0.602845 0.672934 0.462589 0.664370 0.293278 0.688063 0.517195 0.743852 0.520773 
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 Experiential 
Value 
Interaction Life 
Style 
Purchase 
Behavior 
Relational Sensorial Value Visual 
Appeal 
Attitudinal 
Loyalty 
        
Behavioral 
Loyalty 
        
Cognitive         
Cognitive 
Loyalty 
        
Consumer 
return on 
Investment 
        
Customer 
Loyalty 
        
Emotional         
Entertainment         
Experiential 
Marketing 
        
Experiential 
Value 
0.72938 
       
Interaction 0.668695 0.84374       
Life Style 0.570082 0.430943 0.86125      
Purchase 
Behavior 
0.623044 0.611313 0.664291 
0.84019 
    
Relational 0.577093 0.463092 0.858751 0.678858 0.92308    
Sensorial 0.427199 0.287652 0.666891 0.640816 0.579914 0.79359   
Value 0.486715 0.461545 0.231981 0.367276 0.228030 0.183411 0.99459  
Visual Appeal 0.634136 0.556670 0.459849 0.698815 0.456368 0.338111 0.285461 0.84991 
Taken together, these results demonstrate that the PLS model tested is both valid and reliable. Thus, 
we may proceed to our analysis of the structural model. 
 
4.2. Test of the structural model and research hypotheses 
Following the satisfactory test of the measurement model, the model proposed in Fig. 1 was tested with PLS and 
a bootstrap procedure (200 iterations). The measurement and structural models proposed are therefore 
satisfactory. Examination of the values of the parameters and their degree of significance illustrates the direct 
causal relationships between the constructs measured (Table7). 
Table 7: Results of structural model 
Second-order 
variables 
          First-order variables R2 
F2 
on Purchase 
behavior 
0.02-0.15-0.35 
weak- average-
strong 
F2 
Customer 
Loyalty 
0.02-0.15-0.35 
weak- average-
strong 
Q2 
0.02-0.15-0.35 
weak- average-
strong 
Experiential 
Marketing 
Sensorial 0.549 
0.36 0.05 
0.339488 
Relational 0.854 0.721983 
Life Style 0.865 0.635392 
Cognitive 0.745 0.712579 
Emotional 0.930 0.642173 
Experiential 
Value 
Entertainment 0.877 
0.84 0.26 0.326 
0.642173 
Visual Appeal 0.696 0.507203 
Interaction 0.755 0.493118 
Value 0.237 0.335020 
Consumer return on 
Investment 
0.079 
0.408985 
Customer 
Loyalty 
Attitudinal Loyalty 0.889 --- --- 
0.532 
0.597503 
behavioral Loyalty 0.966 --- --- 0.789967 
Cognitive Loyalty 0.843 --- --- 0.565132 
Purchase behavior 0.764 --- --- 0.527656 
 
4.3. Test of the Model goodness -of-fit 
For test of the model goodness-of-fit, both measurement model and structural control, measures is calculated as 
follows: 
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Table 8: GOF measure 
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Table 9 summarizes the research hypotheses whether they were accepted or rejected. It illustrates the 
direct links empirically validated by the model proposed in this study. 
 
Table 9: Result of hypotheses 
Result 
 
t-value Path coefficients  Hypotheses 
accept 9.083 0.637 
H1: Experiential Marketing has positive and significant effect on Experiential 
Value 
accept 4.757 0.373 H2: Experiential Value has positive and significant effect on Customer Loyalty 
accept 2.447 0.131 
H3: Experiential Marketing has positive and significant effect on Customer 
Loyalty 
accept 4.721 0.382 
H4: Experiential Marketing has positive and significant effect on Purchase 
Behavior 
accept 7.477 0.580 H5: Experiential Value has positive and significant effect on Purchase Behavior 
accept 4.763 0.475 H6: Purchase Behavior has positive and significant effect on Customer Loyalty 
To study the effects of model variables on each other need to separation the effects. In the table 10 for 
direct and indirect effect of independent variables on the dependent, the total direct and indirect effect is 
calculated. 
Table 10: Direct, Indirect and Total effect 
Dependent variable independent variables Direct effect  In Direct effect  Total effect 
Experiential Value Experiential Marketing 0.637 --- 0.637 
Purchase behavior 
Experiential Marketing 0.382 0.637* 0.580 0.751 
Experiential Value 0.580 --- 0.580 
Customer Loyalty 
Experiential Marketing 0.131 0.382*0.475 0.312 
Experiential Value 0.373 0.580* 0.475 0.648 
Purchase behavior 0.475 --- 0.475 
The examined conceptual model is presented in Figure 2. Numbers on the lines are in fact the beta 
coefficients derived from the regression equation between the variables, which is the path coefficient and the 
numbers inside each circle represent an R 
2
 value that are related to the internal latent variables of the models. 
The path coefficient in order to be significant, the t value must be greater than the value of 1.96 (Davari & 
Rezazadeh, 2013). 
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Figure 2: 
examined conceptual model (Path coefficients and Loading) 
 
5.Conclusions 
Regarding consequences, the structural modeling showed that the Experiential Marketing(PC=0.131, t = 2.447, 
p=0.05), Experiential Value (PC= 0.373, t= 4.757, p=0.05) and Purchase Behavior (PC= 0.475, t= 4.763, p=0.05) 
have positive and significant (t >1.96) influence on consumers Loyalty. According the first hypothesis 
Experiential Marketing (PC= 0.637, t= 9.083, p=0.05) has positive and significant on Experiential Value. 
Furthermore Experiential Marketing(PC=0.382, t = 4.741, p=0.05), Experiential Value (PC= 0.580, t= 7.477, 
p=0.05) have positive and significant impact on Purchase Behavior. Due to the R
2
 = 0.83 for consumers Loyalty, 
can say that the proposed model, considered 0.83 of factors influencing on purchasing behavior. 
As can be seen in the table 10, among the variables, Experiential Value has greatest total impact(0.648) 
on consumers Loyalty. This effect is both direct and indirect through effecting on purchasing behavior. After that, 
purchasing behavior has most direct (0.475) impact on consumers Loyalty. And finally, Experiential Marketing 
has 0.312 impacts on consumers Loyalty. Moreover, Experiential Marketing (0.751) has more effect on Purchase 
Behavior than Experiential Value (0.580). 
In general, the study looked at the relationships between experiential marketing, purchase behavior, 
experiential value and customer loyalty at Iranian's Hotel. From the findings, the relationships between 
experiential marketing, purchase behavior, experiential value and customer loyalty were found to be positive and 
significant. the findings revealed that experiential marketing and customer loyalty are positively related variables. 
The findings are supported by Schmitt (1999) who emphasized that businesses should have the ability to develop 
brand images, and design experiences that lead to positive effects on consumer willingness to repurchase. Bi-jen 
Fan (2001) noted that experience is the key factor in regard to motivation to (re)participate, to customer loyalty.  
Also, findings revealed a significant positive relationship between experiential marketing and purchase 
behavior. Lee & Overby (2004) suggests that the value that motivates consumption behavior has been attributed 
to functional, conditional, social, emotional and epistemic utility. Due to marketing overload, an explosion of 
product choices and lack of trust, consumers are changing the way they listen, research, talk and purchase 
products. 
People want to buy products that satisfy personal emotions and brands need to work harder than ever 
to provide the right information and product experiences to enhance the buying decision (Lee & Overby, 2004). 
Experiential marketing highlights the increasing importance of two way communication, allowing consumers to 
feel, smell and experience a product for the first time. In addition, experiential tactics can successfully provide a 
sensory reminder to reinvigorate brand and product usage. The findings showed a significant and positive 
relationships between experiential marketing and experiential value. The findings are in agreement with the 
assertions of Szymanski & Hise(2000), who posits that the consumption experience itself can also be rich in 
value. Experiential value perceptions are based upon interactions involving either direct usage or distanced 
appreciation of goods and services. These interactions provide the basis for the relativistic preferences held by 
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the individuals involved. Experiential value has been said to offer both extrinsic and intrinsic benefit (Reardon & 
McCorkle 2002). Reactive or passive value derives from the consumer's comprehension of, appreciation for, or 
response to a consumption object or experience. Active or participative value, on the other hand, implies a 
heightened collaboration between the consumer and the marketing entity.     
also findings revealed a significant and positive relationship between experiential marketing and 
experiential value and relationship between experiential value and customer loyalty. This is in line with the work 
of Robertson & Wilson (2008) who affirms that connections in the form of experiences that are personally 
relevant, memorable, interactive and emotional. According to Robertson & Wilson (2008), experiential 
marketing is a brand strengthening strategy. How it is presented creatively is critical, since it needs to be 
immediately understood and relevant to the customer to have impact. When used effectively and across channels, 
it can be awfully powerful, since experiential marketing can create memorable, relevant and often valuable 
experiences. Also, all hypotheses of this article is consistent with researchs of Obonyo (2011) and Mahesh & 
Dinesh (2014). 
 
6. Recommendations 
 In light of the research findings, the following recommendations are made: 
1. According to the findings, experiential marketing and experiential value were found to be the major predictors 
of customer loyalty. Therefore, the management of hotels  should put a lot of emphasis on the extensive use of 
experiential marketing and value to grow customer loyalty. In study found that experiential values had a specific 
role in improving consumers Loyalty. Therefore, from a managerial standpoint, it would be more beneficial for 
the hotel to offer a combination of various experiential values rather than focus on a single value type. 
2.According to the findings on the relationships between the study variables and customer loyalty, positive and 
significant relationships were observed. Therefore, the management of  Hotels need to put a lot of attention on 
the significant relationships as these will have a positive effect on the attitudinal, behavioral and cognitive 
aspects of customer loyalty. 
3. results of the study point to a number of opportunities for strategy review in regard to experiential marketing, 
purchase behavior and experiential value to improve customer loyalty. The management of hotels should assess 
regularly the performance level of the company in regard to customer loyalty and carry out review of the 
strategies being used to promote loyalty through experiential marketing and value. 
4.This study concentrated on experiential  industry of hotels . Future research should attempt to collect data from 
companies and other sectors to ascertain the findings. 
5.On a final note, to manage total experiences of the customers, organizations must strive to effectively manage 
the affective component of the customers, using similar approach devise in managing the functional aspect of the 
product/service. 
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